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1. Introduction on dis/misinformation’s impact on Spain and
Portugal media ecosystem

Portugal stands out as one of the countries whose citizens trust news the most and,
simultaneously, one of the countries where people are most concerned about the veracity
of information content circulating on the Internet. Spain, however, also stands out as one of
the countries whose citizens have the least trust in the news. Spaniards’ scepticism towards
the media has been on the rise in recent years. Interestingly, however, they express greater
trust in the media they personally follow than in the rest of the media ecosystem. The
relationship of the Portuguese with news content and the media is complex, and the trust
established depends not only on the consumption practices themselves, but also on the
perception that individuals have of the structures in which information circulates.

In this sense, it is important to note that Portuguese audiences show behaviours
characteristic of a society in communicational and informational transition where on the one
hand television, as a traditional channel, continues to have a predominant role in the
information diets and, on the other hand, Internet and social networks are also increasingly
central in the daily informational dynamics ¢ in 2022 television is the main source of news
for 52% of the Portuguese, social networks for 19%, the Internet in general (excluding social
networks) for 16% and the radio and press reach substantially lower levels of use, 7% and
3%, respectively. In this sense, the Spanish case presents characteristics of a society
already advanced in this digital transition, where the most used news source by Spaniards
is the Internet in general (excluding social networks) (79%), followed by television (59%),
social networks (56%), printed press (26%) and radio (22%) (Newman et al., 2022). The
data for Spain are also confirmed by the General Media Study (AIMC, 2022), which places
media audiences according to media in the following order: Internet, including social
networks (86.3%), television (79.1%), radio (53.8%), specialised magazines (21.7%) and
the press (13.4%).

Considering only the access to news in digital format, it should be noted that 83% of

accesses to news in digital format in Portugal occur in an indirect way, i.e., through ways
other than direct access to the brands’ websites - via search engines, social networks,
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email, mobile notifications or aggregators. That is, in the broader context of media
ecosystems, news brands compete directly with new digital structures, with, on the one
hand, the primacy of editorialised content compromised against algorithmic content, and,
on the other hand,the influence on news brands' monetization strategies of contents, which
are now increasingly dependent and affected by the evolution of platformised structures.
The migration of audiences to these structures results in a growing asymmetry between the
media industry and platforms, increasing the dependence of the media on platforms and
their power of distribution and audience reach.

The high interest for news content has proven to be one of the intrinsic characteristics of
the relationship between the Portuguese and the media. In 2020 (Newman et al., 2020),
64% of respondents of the Reuters Institute Digital News Report said they were interested
in news, and in 2021 (Newman et al., 2021) that proportion reaches 69%, almost 7 in every
10 Portuguese. However, in 2022, data from the same project indicate that the proportion
of Portuguese declaring an interest in news falls to 51%, -18 percentage points regarding
the previous year. The Portuguese report, which explores in depth the results of the survey
applied in Portugal, identifies that this fall in interest occurs in Portuguese society in general,
but it is more accentuated among the less educated and those with lower incomes (Cardoso
et al., 2022).

In parallel, it is also registered in 2022 (Cardoso et al., 2022) an increase in the proportion
of respondents who say they actively avoid news ¢ 42% ¢ an increase of 10 percentage
points compared to 2019 (Cardoso et al., 2019) and 20 percentage points compared to
2017 (Cardoso et al., 2017), years in which this question was explored. Given the date of
the 2022 survey fieldwork, between mid-January and February, saturation with news
content is related to the excessive concentration of the media agenda on the Covid-19 and
2022 legislative elections, which took place on 30 January 2022. Among the reasons most
indicated by the Portuguese for actively avoiding news is the existence of too much news
on politics / Covid-19 (36.1%), tiredness with the excess of news (25.8%) and the negative
impact that the news have on mood (20.2%).

In Spain, the number of citizens very interested in news has declined over the years. In
2015, 85% of Spaniards were very interested in news, but although this decline has been
gradual, there are two annual ranges in which they lose about ten points from one year to
the next. From 2019 to 2020, 76% of Spanish citizens were very interested in news, down
to 69%; and from 2021 to 2022, from 67% to 55%. In other words, we are facing a population
that is steadily losing interest in news (Vara Miguel, et al., 2022).

Following this line, and concerning trust in the news, are the data on those citizens who
directly adopt an avoidant attitude towards information. In 2022, 69% of Spaniards have
experienced the need to consciously avoid news on different occasions. Although only 10%
say they often avoid them, this phenomenon is worrying for the democratic health of the
country. It should also be noted that this attitude is positively correlated with low-income,
low-educated citizens who do not know where they stand politically (Vara Miguel, et al.,
2022).

The main reasons they give for this avoidance are that there is too much coverage of issues
related to politics and the coronavirus (44%), that news have a negative influence on their
mood (32%), that they are exhausted by the amount of daily news (30%) and distrust in the
impartiality of the media (28%) (Vara Miguel, et al., 2022).

9
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Further research conducted by the Reuters Institute for the Study of Journalism, as part of
the Digital News Report 2022, in Brazil, Germany, Poland, the United Kingdom and the USA
indicates that respondents in these countries are following the conflict closely in the news
media, but are also actively avoiding news to a greater extent than before (Newman et al.,
2022).

1.1. | mpact evalwuation of dis/ misi

Following the report produced by Reuters, Digital News Report 2022, we find that the
countries studied in this report, Spain and Portugal, are in very different positions regarding
trust in news. For instance, 6 out of 10 Portuguese (61%) say they trust news in general
(Newman et al., 2022), ranking only behind Finland (69%). In a general comparative
framework in which the average value of trust in news for the 46 countries studied in the
Digital News Report 2022 is 42%, Portugal stands out in a positive way compared to realities
geographically close such as Spain (31%) or France (29%). Spain is at some of the lowest
positions in this comparison, with only 3 out of 10 people trusting the news.

Figure 1. Trust in news in 2022 per country
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Source: Reuters Digital News Report 2022. Edited by OberCom.

In the Eurobarometer Media Trust Index indicator (European Commission, 2022), Portugal
also stands out as the country among the 27 in the European Union where more citizens
say they have high trust in the media (40%). Spain appears as the 3™ country where fewer
respondents say they have high trust in news (13%) only ahead of France (8%) and the
United Kingdom (9%). Nevertheless, the media remain the primary source of trust for news
consumption. Both Portugal and Spain give more credibility to the media (in this order:
public TV and radio, print media, private TV and radio) than social media and other Internet
platforms. In the case of Spain, citizens’ trust in the written press (44%) and in private
television and radio (36%) exceeds the European average (39% and 27%, respectively);
but in the case of public television and radio, Spanish citizens trust less (45%) than the
European average (49%) (European Commission, 2022).
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Structurally high trust rates in media in Portugal have remained stable over the years, with
a minimum value of 57%, recorded in 2020 (Newman et al., 2020) and a maximum value of
66%, recorded in 2015 (Newman et al., 2015). It should be noted, however, that trust rates
in news in search engines and, above all, in social networks, are substantially lower. In
2021, 45% of the Portuguese say they trust news in search engines and 27% in news in
social networks (Newman et al., 2021). Just as the Portuguese assign different levels of
trust to different sources, regardless of their high trust in news in general, they also have
different perceptions about the political and economic / commercial independence of the
media.

In Spain, however, confidence in the news has been far from stable. The highest mark was
achieved in 2017 (51%) and the lowest is currently at 2022 (32%). The fluctuation of
Spaniards' trust in the news varies every year, and, since 2017, it has been on a downward
trend (Vara Miguel et al., 2022). As for trust in other sources of information, Spaniards do
not trust them as much as they trust the media. In 2020, trust in the media was 36%, while
the use of social networks for information was 23%, and of news searched through Internet
search engines was 32%. In 2021, trust in the media was 36%, trust in social networks 24%
and trust in search engines 30% (Amoedo-Casais et al., 2021).

Despite this, it is also important to note that in Spain, trust in the media and other sources
of information is always above the average, being 42% in 2020, 41% in 2021, and 38% in
2022 (Amoedo-Casais et al., 2021; Vara Miguel et al., 2022).

The relationship between media and politics is always a determining factor for trust. The
Portuguese who trust news tend to consider, to a greater extent, that the media are
independent from political (47%) and economic / commercial influence (also 47%). Among
those who say they do not trust the news, these proportions are substantially lower, on the
order of 13% and 12% respectively (Newman et al., 2022). Spaniards' lack of trust in the
news makes sense if we take into account their perception of media independence. 61% of
Spaniards believe that in 2022 political groups will have an influence on the media, and 57%
believe that business groups will also have an influence on the media (Vara-Miguel, 2022).

In fact, when asked about aspects related to the political polarisation of the media spectrum,
Portugal stands out in the European framework as the country where people least consider
that the media are politically distant (16%) and therefore more polarised (Cardoso, 2022).
While if we look at the southern European countries, Spain leads the ranking. 49% of
Spaniards consider the media to be polarised (Newman et al., 2022). In the European
comparative framework, Portugal appears in the opposite position to Poland, Spain and
Hungary, where 54%, 49% and 44% of respondents, respectively, consider that the media
are politically distant.

Figure 2. Political polarisation of the media: Proportion of individuals who consider
that the main news organisations in their country are politically far apart, Europe,
2022
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Media political polarisation: Proportion of individuals who consider their country's main news crganisations
to be politically OUTSIDE, Europe, 2022

B % media

Media political polarisation: Proportion of individuals who consider their country's main news

Source: Reuters Digital News Report 2022. Edited by OberCom.

Regarding the perception of misinformation in digital environments, 71% of the Portuguese
say they are concerned about what is real and false on the Internet in 2022 (Cardoso et al,,
2022); whereas in Spain, surprisingly, these citizens represent 62% of the population.
However, it should be noted that trust in news in general appears to motivate different
perceptions about the genesis of the misinformative content that the Portuguese encounter.
While in the Spanish case, despite their low trust in the media, there is a decreasing trend
in the interest in knowing what is true and what is false, as in 2018 69% of the population
was concerned and in 2022 it has dropped to 62% (Vara-Miguel et al., 2022).

The Portuguese who do not trust the news tend to report, in higher proportion, having
encountered misinformative content on Covid-19, politics, health in general, climate change
or immigration than the Portuguese in general, and especially than the Portuguese who
indicate trusting the news in general (Cardoso et al., 2022). In Spain, 71% of citizens claim
to have encountered misinformation in 2022, a decrease of four points compared to 2021;
the content of hoaxes deals with the same topics as those reported by the Portuguese
(Vara-Miguel et al., 2022).

Figure 3. “In the last week, have you come across false or partially incorrect
information on any of the following topics?” by Trust in news, Portugal, 2022
(multiple answer)

B GENERAL SAMPLE Trusts the news
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Source: Reuters Digital News Report 2022. Edited by OberCom.
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At the level of frequency with which interaction with disinformative content occurs, data from
the 2022 Eurobarometer Media & News Survey (Eurobarometer, 2022) indicate that 28%
of Portuguese say they have been exposed to disinformation or fake news in the previous
week very often / frequently, i.e. the same proportion as Europeans in general, among the
27 countries of the Union and less than in Spain, where this percentage reaches 40%.
However, in Portugal, Spain or the Union countries, the proportion of Eurobarometer
respondents indicating that they are able to identify disinformation when they encounter it
is quite similar - 66%, 66% and 64% respectively.

Additionally, complementary data from Eurobarometers 92 (European Commission, 2020)
and 94 (European Commission, 2021) indicate that 93% of the Portuguese consider that
disinformation is a problem for democracy in general (+20 percentage points than in 2020).
However, the smallest proportion identifies disinformation as a problem in Portugal (80%),
85% say it is easy for them to identify disinformation when they encounter it and 89% say
they come across disinformation content regularly. According to Eurobarometer 96
(European Commission, 2022), 82% of Spaniards agree that the circulation of false
information is a problem for democracy.

1.1.1. Impact evaluation of dis/misinformation on business media

The economic dynamics of the media ecosystem in Portugal and Spain is strongly
dependent on the advertising market, which is the main source of revenue for most media
brands. This landscape has led in recent years to a reduction of incomes, as, since 2008, it
has been decreasing. This has especially affected traditional media (radio, written press
and, although to a lesser extent, television) and has benefited digital media and new formats
that have increased their revenues from online advertising.

Figure 4. Evolution of advertising investment (Estimated) (Thousands €), Portugal,
2002 to 2021
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Source: Omnicom, Anudrio da Comunicagao 2021 OberCom. Edited by OberCom.
Note: Unit - Thousands of €.

Figure 5. Evolution of investment in advertising according to media and year, Spain,
2000 to 2020
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Figure 6. Evolution of the turnover of the media sector from 2016-2020, Spain
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Over the last 20 years, there have been three distinct phases in the evolution of the
Portuguese advertising market: the first one, a phase of growth, between 2002 and 2008,
is interrupted by the economic and financial crisis; then begins the second one, a contraction
phase, which lasts until 2013. This is followed by a third phase, also of growth, between
2014 and 2019, which is interrupted by the pandemic crisis that takes place in 2020 causing
a contraction of the advertising market estimated around 14%, from € 586,019 thousand to
€ 512,013 thousand. It should be noted that the pandemic did not affect all sectors equally,
being particularly damaging for cinema (54% drop in advertising investment between 2019
and 2020), press (39% drop) and radio (31% drop) sectors (Cardoso et al., 2021).

In terms of the relative weight of each sector, these dimensions are largely influenced by
the relationship of the Portuguese with the different media, as described previously in the
form of a great dependence on television, as the main medium, and the growing role of the
Internet and the digital. Thus, advertising investment in TV represents 55% of the total
investment, and the Internet 28%. In the case of Spain, the weight of TV is notable, as it
represents 77% of the total income. The case of the radio is also significant, as it suffers a
decrease of 23%. The evolution of the Portuguese advertising market has been particularly
penalising for the press (daily and non-daily) and radio sectors. The press represents in
2021 only 2% of the total advertising investment, compared to 30% in 2002. In the case of
the radio, this weight has remained in the same residual order over the years. As mentioned
before, this reduction of the turnover of the Spanish media is highly influenced by the new
competitors: while the media industry has reduced 10% its advertising investment since
2016, social media, influencers and search engines have increased them by 77%.
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Figure 7. Breakdown of advertising investment by medium (estimated) (thousands of
€), Portugal, 2002 to 2021
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Although many radio and press brands have found on the Internet and the digital new ways
of monetising content, the digital arena is frankly more penalising for these sectors insofar
as losing the ability to define distribution structures means a greater weight for the big digital
platforms, namely Google, which holds the monopoly of indexing, and Facebook, which
controls the landscape of digital sociability.

From the point of view of the health of the media sector, and the press and news brands in
particular, the unsustainability of the current economy should be underlined: the sharp drop
in paid print circulation, in paper, especially since the 2008 crisis, is in no way being offset
by the increase in paid digital circulation, which remains residual in relation to the funding
needs of journalism in Portugal.
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Figure 8. Evolution of paid print and digital circulation in the relevant market’,
Portugal, 1996 to 2021
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Portugal stands out, on the negative side in what concerns the adherence to the payment
for news in digital format according to the Reuters Digital News Report comparative table,
being one of the countries where less is paid for news in digital format.

Only 12% of respondents say they paid for news in digital format in the previous year, the
same proportion registered in Spain or Italy. In a comparative table where the average is
17%, Portugal is in a situation opposite Norway (41%) and Sweden (33%). Anyway,
according to the PWC report (2021), although digital subscriptions have increased by
26,1%, this amount only represents a 6% of income of mass media.

" The so-called relevant market comprises Publico (1996 to 2020), Correio da Manha (1996 to
2020), 24 horas (1998 to 2010), Jornal de Noticias (1996 to 2020), Diario de Noticias (1996 to
2020), Record (1996 to 2020), O Jogo (1996 to 2020), Jornal de Negdcios (2003 to 2020), Diario
econdmico (1996 to 2016), Oje (2006 to 2014), Vida Econdémica (1996 to 2020), Semanario
Econdémico (1996 to 2010), O Jornal Econdmico (2015 to 2020), Courrier Internacional (2005 to
2020), O Crime (1996 to 2008), Tal & Qual (1996 to 2007), Expresso (1996 to 2020), O
Independente (1996 to 2006), Sabado (2004 to 2020), Focus (1999 to 2011), Visao (1996 to 2020),
Jornal i (2009 to 2014) and Sol (2006 to 2015).

2 The sports newspaper A Bola does not disclose information regarding print-runs, paid circulation
or total circulation. Sol and Jornal i do not report information regarding print-runs, paid circulation or
total circulation since 2014 and 2015, respectively.
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Figure 9. Payment for online news in the previous year, International comparison,
2022
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Source: Reuters Digital News Report 2022. Edited by OberCom.

Also, Spain’s media consumption (radio, press and television) has been gradually declining.
According to a report from 2021, radio consumption time has gone from 105 minutes to 94.
This drop is especially relevant if we differentiate between generalist radio, whose audience
has gone from 34.2 in 1992 to 27.9 in 2020. This drop is even more pronounced in the case
of television consumption, which has gone from an average of 239 minutes in 2004 to 209
minutes in 2020. It is clear that the emergence of the Internet and the new formats of
communication have radically changed the structure of the media company, with new
competitors that, despite being essentially different from the media (such as social networks
or messaging platforms), have been used in this way. In the case of newspapers, the
decrease is even more remarkable: in 1997, the penetration rate of newspapers was 37.7%.
In 2020 this figure plummeted to 18.4%. This constant drop has been especially pronounced
since 2008, when the historical maximum was reached.

This reduction of the media consumption and the competition against other platforms (on
many occasions free of charge) have placed journalism in a difficult position as previously
analysed.

The impact of the contraction of the media economy in Portugal and Spain has naturally
had significant impacts on the working conditions of journalists. Through data collected in
the context of the project “Are Portuguese Journalists Well Paid? Survey on the Working
Conditions of Journalists in Portugal” (Cardoso et al., 2017b), and for the annual report of
the journalistic profession (Madrid Press Association, 2021) we were able to obtain a
detailed view of the constraints of journalistic production in Portugal and Spain.

Starting by addressing the weekly working hours of journalists in Portugal, it is important to
highlight that 64.7% of individuals claim to have a work contract involving around 35 to 40
hours per week. However, when asked about the number of hours they actually work, 60.7%
of respondents claim to work more than 40 hours per week. In addition, 81.9% of these
individuals are not paid for overtime. In Spain, 62% of journalists say they work more than
40-hours per week. In fact, 26% say they work more than 45 hours per week. Thus, we find
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a discrepancy between the real and contractual working hours, which does not usually
translate into additional remuneration. In fact, when asked about which is the main problem
of journalism, the most frequent answer is bad salaries.

An important aspect to consider in most jobs is the possibility of career progression. In
Portugal, 80.3% of the respondents state that they have not progressed in professional
terms in the last 4 years, and it should also be noted that 28.4% have not had any
progression for more than 10 years. In general, progress in the field of journalism appears
to be almost non-existent, with a high percentage of journalists not presenting any type of
progress at a professional level.

Regarding job insecurity ¢ an important aspect to consider in any professional situation ¢
39.2% of the respondents in Portugal state that they were momentarily unemployed during
their career as journalists. However, 63.4% of these individuals were unemployed for less
than a year. It is also relevant to mention that 40.9% of respondents consider it somewhat
likely that they will be unemployed in the future, revealing the perception of some
professional instability in the area of journalism.

With regards to the autonomy of journalists in Portugal in relation to the production of
content it is perceptible that this is mainly conditioned by internal pressures and not by
external ones. In other words, only 13.2% of respondents consider themselves to be not at
all or not very autonomous in relation to political pressures and 9.5% in relation to pressures
from information sources. In contrast, 31.5% of the respondents consider themselves as
not at all or not very autonomous towards the management and 41% towards administrative
decisions. In addition, journalists consider that their work activity is mainly conditioned by
the agenda, the working conditions, their salary, the reconciliation of professional and
personal life, and the bosses.

In Spain, 51% of journalists recognised to censor themselves “occasionally”. Asked about
the frequency of pressures, 48% say they receive them on some occasions. Inquired about
who pressures them, most of them (57%) say it comes from media managers. For the 22%
of journalists, pressures come mainly from press departments of companies with economic
interests. Interestingly, 57% of spanish people consider, according to Digital News Report,
that journalistic companies are not independent in the face of political and government
(61%) or business (57%) pressures. Despite the precariousness of working conditions and
the pressures, when asked about which is the main goal of journalistic work, 93% say “to
truthfully inform society”.

Finally, when addressing the satisfaction of journalists with their working conditions, it is
notable that there is a general dissatisfaction regarding certain aspects. More specifically,
69.1% of respondents are relatively or extremely dissatisfied with their working conditions
in the sector in the last 5 years, 53.3% with their career progression and 51.7% with their
salary. Despite these levels of dissatisfaction, when asked about their general satisfaction
with the profession of journalism, 43.2% said they were satisfied compared to 34.4% who
were dissatisfied. Thus, it is perceptible that most journalists are satisfied with their
profession, but largely dissatisfied with some constraints of their professional life.

The precarious working conditions of journalists and the difficulties in funding journalism,
especially in platformised digital environments, affect not only the sustainability of the
sector, but also the difficulty in maintaining the independence of journalistic work. In this
aspect, the growing concern and centrality of disinformation phenomena have further
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underlined the role of the media in dismantling and mitigating disinformation. As will be
explained later in this same report, for many media managers, the disappearance of middle
managers has also reduced the quality of the information since part of the internal correction
work has disappeared.

Regardless of the constraints described above, it should be noted that in Portugal the media
have shown a progressive interest in participating in the education of citizens regarding the
phenomenon of disinformation, as well as in the dissolution of instances of false information.

Through initiatives and partnerships with other institutions, the media have sought to take
advantage of their privileged position as reliable sources of information to have a greater
impact in containing the spread of disinformation. Specifically, we can find in the main
Portuguese television channels - RTP, SIC and TVI, different projects with the purpose of
integrating these brands in the fight against disinformation.

Before addressing the projects assumed by the main television channels, it is important to
highlight that the regulation of these media tends to integrate practices of disinformation
containment. For example, in 2022, the ERC - Regulatory Entity for the Media - issued
directive 1/2022 (ERC, 2022), a “good practice guide for television news coverage of wars
and armed conflicts”. This directive was promulgated mainly due to the Ukraine conflict, and
addresses several coverage topics including some points on disinformation. More
specifically, the ERC presents the following recommendations that relate to the containment
of disinformation:

(@]

“The possible exacerbation of the events through stories, images and/or sounds that
markedly strengthen their emotional component should be carefully assessed and,
when likely to affect their rational understanding, avoided.”

0 “In order to comply with the duty to inform with accuracy and impartiality, the media

should diversify the sources of information and contextualise events.”

0 “Considering the difficulties in obtaining reliable information in times of war, the
media should inform viewers of any uncertainties or indeterminacies that may arise,
avoiding the broadcasting of unconfirmed facts and the propaganda of the parties
to the conflict.”

0 “The dates, places and origin of the images shown, including archive images, must
always be identified on screen, so as not to induce false perceptions in viewers and
to meet the requirements of informational accuracy regarding the identification of
sources of information.”

0 “The media should ensure the suitability and timeliness of images or speeches from

official and unofficial information sources so as not to convey disinformation
content.”

Although directive 1/2022 is enacted by ERC and not by the media organisations, it tends
to ensure the quality of information on the Ukraine conflict, and the consequent reduction
of misinformation on the war in the main Portuguese media.

In what concerns initiatives and collaborations by the Portuguese media, it is possible to
start by highlighting the initiative RTP Ensina®. This initiative arises through a collaboration
with the General Directorate of Education - DGE, and is a complement to the education of
1st, 2 3" cycle and secondary school students. The RTP Ensina platform contains
audiovisual content related to several relevant themes in the students’ educational process.

3 RTP Ensina. Platform available at: https:/ensina.rtp.pt/
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ALPMJ, partner in IBERFIER, produced a series of media and journalism literacy explainers
for teachers and students®.

Regarding disinformation, we found several videos aimed at 3" cycle and high school
students that address concepts such as disinformation itself, fake news, as well as “the
truth, lies and manipulation on the Internet’. The videos on disinformation can be found in
the media education theme which includes content related to the promotion of digital
literacy. In general, through a partnership with DGE, we observe RTP participating in the
fight against disinformation through the promulgation of good practices in the online
environment, presenting educational and quality information about the phenomenon of
disinformation.

Regarding SIC, it is important to highlight its collaboration in the field of fact-checking with
the fact-checker Poligrafo®, partner of IBERIFIER. Every Monday during SIC’s “Jornal da
Noite” (the prime-time news bulletin) there is a segment presented by Poligrafo whose
purpose is to verify the veracity of popular content circulating in the media, on the Internet,
and especially on social networks. Poligrafo analysis encompasses a final opinion in which
the news or publication is categorised according to several degrees between true and false.
In general, as highlighted by Obercom in 2020, SIC and Poligrafo “...) find in this
partnership the way to meet the needs of both players — SIC, getting specialised support in
fact-checking, and Poligrafo, a recent project that can thus expose more effectively its work
and inherent methodology” (p. 26).

Regarding TVI, we also find a fact-checking initiative through a partnership with the
Observador newspaper. On TVI’s “Jornal das 8” (8 o’clock news) there is a section called
“Hora da Verdade” (The Hour of Truth)® where several popular news and publications in the
Portuguese public sphere are analysed.

The partnerships of SIC and TVI - based on fact-checking - are especially relevant as they
are the only two Portuguese media organisations that belong to the International Fact-
Checking Network (IFCN). In this sense, both the Observador Newspaper’ and the
Poligrafo® have the IFCN information quality seals. These seals confirm that the institution
in question is in agreement with the IFCN values, demonstrating: “impartiality and fairness,
transparency of funding and organisation, transparency of methodology, and a commitment
to open and honest corrections”.

In the case of Spain, over the last 20 years several fact-checking initiatives have arisen as
a response to society’s demand for transparency (Esteban-Navarro et al. 2021). The main
fact-checking companies in Spain are EFE-Verifica (from the Spanish news service EFE
agency); AFP Factual (from the Agence France-Press); Maldita (founded as a non-profit
initiative); Newtral (non-profit) and Verificat (non-profit agency acting in Catalonia). There
are two main business models of fact-checking companies in Spain: those integrated into
the media and, secondly, those promoted by journalists. At the same time, they offer their

4 “Conteldos sobre literacia para os media na RTP Ensina”. Content available in:
https://associacaoliteracia.pt/conteudos-sobre-literacia-para-os-media-na-rtp-ensina/

5 https://poligrafo.sapo.pt/

6 TVI Segment “Hora da verdade”. Content available in: https://tviplayer.iol.pt/programa/hora-da-
verdade/5f7fa87b0cf2ae07a253f644

7 https://ifcncodeofprinciples.poynter.org/profile/poligrafo

8 https://ifcncodeofprinciples.poynter.org/profile/observador-fact-check
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services to three main clients: media companies, social media corporations and the general
public. In Spain, this phenomena has gained social relevance even if many journalists and
academics consider that the work fact-checkers do is the same as journalists do when they
follow their ethical codes. Most belong to the International Fact-checking Network (IFCN),
created by the Poynter Institute. The principles to adhere to the network are:

A commitment to non-partisanship and fairness

A commitment to Standards and Transparency of Sources

A commitment to Transparency of funding and organisation

A commitment to Standards and Transparency of methodology
A commitment to an Open & Honest Corrections Policy

O¢ O« O¢ O¢ O«

Following these principles, it was also created The Trust Project, another international
initiative led by Santa Clara University in the USA to which belong the main journals in Spain
(El Pais, EI Mundo, 20 minutos, among others). Even though journalistic routines include
fact-checking, the crisis of credibility of media has promoted such initiatives as fake news
destabilise the whole industry (Ufarte-Ruiz et al., 2018).

Those agencies have also developed educational programmes aimed at young people and
students to promote media literacy. Some press associations in Spain (such as Malaga
Press Association, Sevilla Press Association, among others). Fact-checking companies are
also hired by digital companies and social media profiles so they can verify content posted
by users or by other companies using their platforms.
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2. Summary of the evaluation process

2.1. Impact dis/misinformation in Spain. Methodology general
description

To reach the research objectives, it was agreed to carry out a survey aimed at the general
audience and disseminated through the social networks, blogs and platforms of the
IBERIFIER consortium in order to identify whether the spread of misinformation could
directly impact media companies, causing some economic effect. The survey aims to reach
those consumers of digital media. In addition, nine interviews were also conducted with
editors and directors of media outlets to find out how disinformation influenced their media
outlets.

2.1.1. Methodology: flow diagram (quantitative and qualitative data)
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2.1.2. Survey (general audience)

With the data obtained from the online survey in Spain, a statistical study was carried out,
which corresponds to the following points included in the report of results:

1. Descriptive of qualitative variables with frequency tables and percentages.

2. The figures for the visual analysis were made based on the objectives and
methodology proposed in the study.

3. The crosses between nominal or ordinal variables are expressed from the
contingency tables. Proportions and absolute and relative values are added for each
of the crosses. The Chi-Square test is used to study the significance or non-
significance of the crossings, and, depending on the size of the matrix, the Odd Ratio
or Cramer’s V (this subsection is explained in more detail in the following pages) is
used to study the effect size.

In all inferential statistical tests, significance is considered when p-value < = .05 (usual 5%
confidence level) and high significance when p-value < =.01 (n.c. 1%). Therefore, if p > .05,
no significance will be concluded. In addition, the corresponding effect sizes are added in
those tests that require it.

2.1.3. Questionnaire design

Table 1. Questionnaire of the Spanish survey

Nature of
variable
ID of the question ID of the response

Question Responses

[ltem 1] 1. Could you tell me how often you | Categorical 1. Never or almost
consume information from journalistic media | Multichotomo | never (if you

(traditional or digital press, radio, television, | us answer this option
etc.)? the questionnaire
ends)

2. Occasionally

3. On weekends
4. Two or three
days a week

5. Four or five
days a week

6. Every day or
almost every day
7. Don’t know / no
opinion

[tem 2] 2. What media outlets do you think | Categorical 0. No
publish or broadcast the most misinformative | Dichotomous | 1. Yes
content? Select up to 3 answers:

2.1.[Item 2.1.] Traditional newspapers
2.2.[Item 2.2.] Digital press

2.3.[ltem 2.3.] Television

2.4.[ltem 2.4.] Radio

2.5.[Item 2.6.] None

2.6. [Item 2.5.] Other media (specify which one)

[N
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Question

ID of the question

Nature of
variable

Responses

ID of the response

[ltem 3] 3. Could you indicate up to three means
by which you usually get information? For
example, the name of some newspapet/s, radio
station/s, television station/s, etc.

3.1. [ltem 3.1] Medium 1

3.2. [ltem 3.2] Medium 2

3.3. [Item 3.3] Medium 3

Textual data

Textual data
(CATEGORISE)

(5 columns:
Original  Answer,
Adjusted, Joint

Medium, Political
Segment, Political
Mean Affinity)

[Item 4] 4. In general, how much do you trust the
information published by the media?

Categorical
Multichotomo
us

| fully trust it

|  half trust it
depending of the
subject

| trust it a little

| never trust it
Don’t know / no

opinion
5. [ltem 5] What kind of social networks do you | Categorical 0. No
think spread more hoaxes? Dichotomous | 1. Yes

5.1. [Iltem 5.1] Linkedin
5.2. [ltem 5.2] Twitter
5.3. [ltem 5.3] Instagram
5.4. [Item 5.4] YouTube
5.5. [ltem 5.5] Reddit
5.6. [Iltem 5.6] Pinterest
5.7. [Iltem 5.7] Flickr
5.8. [Iltem 5.8] Facebook
5.9. [ltem 5.9] TikTok

5.10. [Item 5.10] Nextdoor

5.11. [Item 5.11] Discord

5.12. [ltem 5.12] Twitch

5.13. [ltem 5.13] another one (specify

which one)

5.14. [ltem 5.14] | don’t know

5.15. [ltem 5.15] None

5.16. [ltem 5.16]Does not know / no
answer
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Question '\‘llztrlij;ﬁlgf Responses
ID of the question ID of the response
6. [ltem 5] What kind of social networks do you | Categorical 0. No
think spread more hoaxes? Dichotomous | 1. Yes
6.1. [Item 5.1] Linkedin
6.2. [ltem 5.2] Twitter
6.3. [Item 5.3] Instagram
6.4. [Item 5.4] YouTube
6.5. [Item 5.5] Reddit
6.6. [ltem 5.6] Pinterest
6.7. [Item 5.7] Flickr
6.8. [ltem 5.8] Facebook
6.9. [ltem 5.9] TikTok
6.10. [ltem 5.10] Nextdoor
6.11. [Item 5.11] Discord
6.12. [ltem 5.12] Twitch
6.13. [ltem 5.13] another one (specify
which one)
6.14. [ltem 5.14] | don’t know
6.15. [Item 5.15] None
6.16. [ltem 5.16] Does not know / no
answer
Categorical 0. No
[Item 7] 7._ And have you personally I_ost Multighotomo 1 Yes
confidence in any media outlet for having ,
published any fake news or hoax? us 2. .D.ont know /no
opinion
Textual data | [Categorise]
[ltem 7a] 7.a. Could you tell me what medium it (4. . LTIl
is? (Only if they have answered yes to question Orllglnal Answgr,
7) Adju_sted, qunt
Medium, Political
Segment)
[ltem 7b] 7.b And have you stopped using it or | Categorical 0. No
following it on social networks as a result? Dichotomous | 1. Yes
[Item 8] 8. Do you think trust could be restored in f\)ﬂatggorlcal U e
a medium that at one time had published fake deneien? | - Yes’
news? us 2. .Dpnt know / no
opinion

[Iltem 9] 9. Answer your degree of agreement with
this sentence.

“Means of payment provide information of higher
quality and that can be trusted.”

Likert scale
11 items

0 — Does not trust
the information at
all

y

2

3

10 — Fully trusts
the information

)
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Question

ID of the question

Nature of
variable

Responses

ID of the response

[ltem 10] 10. In general, who do you trust the
most when you receive information or try to find
information about a subject?

Categorical
Ranking

Ordinal selection
1, 2 and 3.
Journalists
Friends
acquaintances
Close family and
partner
Influencers
celebrities
Opinion leaders
Doctors and
pharmacists
Researchers,
scientists
experts
Politicians
Doesn’t know / no
answer

and

and

and

[ltem 11] 11. When talking about politics, the
expressions left and right are used. Where would
you be on a scale of 0 to 10 where 0 represents
people who are far to the left and 10 represents
the people who are far to the right?

Likert
11 items

scale

0 — Far to the left

10 — Far to the
right

[ltem 11a]

Recategorisation

categories) (From response 11)

of items (7

Categorical
Multichotomo
us

1. 0 — Extreme / far
left

2.1-2 Left

3. 3 -4 Centre-left
4.5 - Neutral

5. 6 — 7 Centre-
right

6. 8 — 9 Right

7. 10 — Extreme /
far right

[Item 11b]
categories)

Recategorisation

of items (5

Categorical
Multichotomo
us

1. 0 — Extreme / far
leftand 1 — 2 Left
2.3 -4 Centre-left
3. 5 — Neutral

4. 6 — 7 Centre-
right

5. 8 — 9 Right and
10 — Extreme/far
right

[ltem 11c]
categories)

Recategorisation

of items (3

Categorical
Multichotomo
us

1. 0 — Extreme / far
leftand 1 — 2 Left
2.3,4,5,6,7 -
Centre (with
possible
tendencies)

)




The impact of disinformation on the media industry in Spain and Portugal

ID of the question

3. 8-9 Rightand 10

Extreme / far right
. Nature of
Question variable Responses

ID of the response

[Item 11b2]
categories)

Recategorisation of items (4

Categorical
Multichotomo
us

1. 0— Extreme /far
leftand 1 -2, 3 left
2. 4 Centre-left, 5-
Neutral and 6 -
Centre-right

3. 4.7 -8 - Right
4, 9 and 10 -
Extreme/far right

[Item 12] Could you tell me which party or
coalition did you vote for in the last Elections to
the Cortes Generales on November 10, 20197

Categorical
Multichotomo
us

PSOE

PP

Ciudadanos
Unidas Podemos
VOX

ERC

En Comu Podem
JxCat

EAJ-PNV
EH-Bildu
CC-PNC

UPN
Compromis
PRC

Other parties
Blank vote

Null vote

| don’t recall

| didn’t vote

| didn’t have the
right to vote

| don't want to
answer

[ltem 12A] Categorisation of political parties
according to a scale extreme-left to extreme-right

Categorical
Multichotomo
us

1. Right, 2. With
tendency to right
or centre-right, 3.
Centre, 4. With
tendencies to left
or centre-left and
5. Left

[ltem 13] How old are you?

Categorical
Multichotomo
us

18 years to 24
years
25 years to
years
35 years to
years
45 years to
years
55 years to

years

34

44

54

64

O I
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Older than 65
years

Question '\‘l;trli’arilgf Responses
ID of the question ID of the response
Categorical 1. Woman
[Iltem 14] You identify as... (Gender question) Multichotomo | 2. Man
us 3. Non-binary

[item 15] What are the highest official level
studies you have completed (regardless of
whether you have finished them or not)?

Categorical
Multichotomo
us

Less than 5 years
of education
Primary education
ESO/ Elementary
Baccalaureate /
School graduate
Medium Grade
Vocational
Training
Baccalaureate
(LOGSE, BUP,
COuv)

Higher Degree
Vocational
Training
Architecture /
Engineering
Technician
Diplomat
Architecture /
Higher
Engineering
Bachelor’s degree
Official Master's
Degree
Postgraduate
studies (own titles)
Doctorate

[ltem 16] Please tell us the approximate number
of people living in the city where you currently

live:

Categorical
Multichotomo
us

Less than 10.000
inhabitants.
From 10.001 to
20.000 inhabitants
From 20.001 to
50.000 inhabitants
From 50.001 to
100.000
inhabitants

From 100.001 to
500.000
inhabitants

More than
500.000
inhabitants

)
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2.1.4. Questionnaires’ implementation on social networks

The survey aimed to reach a large and diverse population so that a wide range of opinions
could be collected and different perspectives could be included in the questionnaire. For
this reason, it was decided to carry out different forms of distribution of the survey, all digital,
since the survey could be easily accessed. A short, easy-to-memorise, easy to access and
clickable link was also created from all platforms (bit.ly/encuestalBERIFIER).

The questionnaire was launched through the Iberifier Project website, a press release from
the Science Culture and Innovation Unit of the University of Valencia, and the ScienceFlows
blog. It was also disseminated through the Twitter accounts of the Iberifier, ScienceFlows,
and CdCiencia (Science Culture Unit) from the UVEG. It was also disseminated through
ScienceFlow’s Facebook and Instagram accounts.

In addition, researchers disseminated the survey with an explanation of the purposes
through private messaging groups such as WhatsApp, as these proved effective in
launching other research surveys.

On May 10, the survey was published at the same time that a press release was issued by
the Science Culture Unit from the UVEG. The dissemination through institutional press
releases was published in the University of Valencia website, social networks and local
digital media. The title of the press release was: La Universitat estudia en Espafia y Portugal
la percepcion ciudadana sobre los ‘efectos secundarios’ de la desinformacion (‘The
University of Valencia studies in Spain and Portugal the citizen’s perception of the
‘secondary effects’ of disinformation’). On the other hand, the piece of news was also
published on the IBERIFIER website and the ScienceFlows blog. The survey link was
always shared with an explanation of the IBIERIFIER project.

Furthermore, the research survey was disseminated through national and international
seminars and conferences.

2.1.5. In-depth interviews

The members of the research team agreed upon the survey questions in the months prior
to the beginning of the interviews. In addition, they agreed the informed consent for the
participants which specified the commitment that their data would be anonymised. This
social data collection technique was chosen to get qualitative and detailed information about
the relationship between disinformation and communication industries.

2.1.6. Selection of the media’s editors and publishers

The team valued the selection of editors and media publishers as the professionals who
could contribute the most to the research questions.
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Figure 10. Gender of people interviewed Figure 11. Position of people interviewed
Gender of people interviewed Position in the media company
@ Men Women 8

] v
0

Director Deputy director Other

Source: Own elaboration. Source: Own elaboration.

Figure 12. Profile of the media where they work

Profile of the media they work

6

| 1
0 _ IR
Printed and online Online newspaper Multi platform
newspaper

Source: Own elaboration.

Figure 13. Kind of media

Typology of the media
8
6
4
2
1
0
Generalist Specialised

Source: Own elaboration.

31
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2.1.7. Questionnaire design

The basic questionnaire consisted of fifteen questions that were agreed upon by the work
team. The objective was that all the interviews should deal with the same points to contribute
to the debate and be able to compare the data obtained.

Table 2. Questions for Spanish media editors or publishers of media corporations

Questions for Spanish media editors or publishers of media corporations

Does the media or publishing group have a protocol























































































































































































































































